Building on the Corporate Social Responsibility (CSR) and Trust literatures this study conceptualizes and empirically examines the curvilinear effects of multiple loyalty and trust determinants, including values-driven CSR motivations, service quality, benevolence and trust. Results support the hygiene role of values-driven CSR-induced attributions, the motivator role of consumer benevolence and the bivalent mechanisms of perceived service quality and trust. Furthermore, the study recognizes consumer trust as an important mediating mechanism through which the postulated curvilinearities affect loyalty intentions. The study contributes to the study of consumer loyalty and trust mechanisms, by recognizing these mechanisms as being non-linear and complex.
INTRODUCTION
Contemporary marketing thought seems to converge on that consumer loyalty has a powerful impact on a firm's performance (Agustin and Singh 2005; Lam et al. 2004 ). Slow growth, overcapacity, and intense competition in most industries increases the need for firms to use strategies focused on increased consumer retention (Sirohi, Mclaughlin and Wittink 1998; Ellen, Webb and Mohr 2006) . In such hostile business markets, recent research by many marketing scholars and practitioners elevate the importance of corporate associations in building important corporate outcomes like consumer loyalty. One type of corporate association receiving attention in the literature and in practice is corporate social responsibility (CSR) associations (Ellen, Webb and Mohr 2004) .
Recent CSR research (e.g. Ellen,Webb and Mohr 2006) indicates the importance of consumers' CSR-induced attributions in building consumer loyalty, specifically suggesting the attainment of "values-driven" CSR-induced attributions as an important corporate goal.
Moreover, cumulative insights from the relationship marketing literature (e.g. Sirdeshmukh, Singh and Sabol 2002) , provide sufficient evidence that trust matters for attaining critical relational outcomes namely consumer loyalty. However, limited attempts have been made in the literature so as to model these individual loyalty predictors simultaneously and most importantly little attempts have been made so as to account for more complex, non-linear relationships linking corporate social responsibility, consumer trust and loyalty.
Drawing on the relationship marketing literature (i.e. Sirdeshmukh and Singh 2002) and following Agustin and Singh (2005) the study investigates curvilinear mechanisms that affect loyalty intentions, involving the curvilinear effects of valuesdriven CSR-induced attributions, the curvilinear effects of consumer benevolence and perceived service quality on trust, as well as the curvilinear effect of consumer trust on loyalty. Besides contributing to the study of trust antecedents, the study contributes to the study of loyalty antecedents by conceptualizing and empirically investigating the shape of the influence of important loyalty determinants.
THE PROPOSED MODEL: HYPOTHESES
We develop hypotheses for the curvilinear mechanisms that affect loyalty intentions and trust perceptions by focusing on three variables: values-driven attributions, consumer benevolence and perceived service quality. Values-driven motives underlying CSR actions are those other-centered attributions defined by a sincere moral interest in helping causes, even at the expense of better economic performance (Ellen, Webb, and Mohr 2006) . Consumer benevolence is defined as"…a genuine concern and care [for the consumers] through sacrifices that exceed a purely egocentric profit motive" (Ganesan and Hess 1997, p. 440) . Benevolence relates to the relationship between the consumer and the firm, whereas values-driven attributions relate to consumers' perceptions pertaining to motives underlying the firm-cause relationship.
Moreover, we develop hypotheses for the curvilinear effects of service quality perceptions on trust and for the curvilinear effects of consumer trust on loyalty intentions. In this study perceived service quality is defined following Oliver (1996, p. 145) , who posits service quality perceptions as a cognitive assessment of excellence.
Finally we examine whether trust fully or partially mediates these effects on loyalty intentions, recognizing trust as a crucial exchange mediator. Figure 1 depicts the proposed model. There is evidence in the literature that consumers are not simplistic in their appraisals of CSR actions. Recent research indicates that consumer responses to CSR is complex: Ellen, Webb, and Mohr (2006) find four types of motives that consumers may attribute to companies that engage in cause-related activities. Specifically, consumers seem to distinguish between selfcentered motives, (i.e., strategic and egoistic-driven motives) and other-centered motives, (i.e., stakeholder-driven and value-driven motives).
Linear Effects
[Insert Figure 1 about Here] In the proposed model these four types of motives each have different effects on company-favoring outcomes: values-driven attributions, help companies build trust and loyalty, whereas stakeholder-, strategic-, and egoistic-driven attributions may deteriorate trust and loyalty (see Vlachos et al., 2009 for a formal discussion on these effects). Moreover, the proposed model postulates service quality perceptions as well as consumer benevolence as directly influencing consumer trust and loyalty intentions. Mainly building on the social psychology literature, organizational theorists (e.g. McAllister 1995) and marketing researchers (e.g. Johnson and Grayson 2005) seem to agree that trust is a multidimensional construct consisting of a cognitive and an affective component. Cognition-based trust refers to decisions to trust based on available knowledge and "good reasons", while affective-based trust or benevolence refers to the development of emotional bonds between the exchange partners and the expression of genuine care and concern for the welfare of the trustor on part of the trustee (McAllister 1995) . The present study uses perceived service quality so as to capture the cognitive component of trust and benevolence so as to capture the affective component of trust. There seems to be evidence in the popular business press relating service quality perceptions to trust. Edelman's annual trust barometer survey, suggest that, in six out of eight countries investigated, service quality is the most prominent driver of the trust outcome (Edelman 2005) . In the same vein the literature recognizes the construct of benevolence as directly influencing trust (e.g. Ganesan and Hess 1997; Singh and Sirdeshmukh 2000) . The reader should note that the present study does not focus on these linear effects. Rather, the study aims at investigating the curvilinear mechanisms that may affect loyalty intentions and consumer trust (for a formal theoretical discussion of these effects interested readers should see Ellen, Webb and Mohr 2006; Vlachos et al. 2009 ). In what follows, we lay the theoretical foundations for these curvilinear effects. Agustin and Singh (2005) , suggest that human needs can be characterized as either monovalent or bivalent. Monovalent needs present increasing (concave upward) or decreasing returns to scale (concave downward), whereas bivalent needs present monotonically increasing returns to scale. Growth needs and hygiene needs (Herzberg 1966 ) are posited as monovalent, with the former having incrementally increasing returns to scale on goal pursuit and the latter having decreasing incremental returns to scale. Hygiene factors tap the economic/utilitarian side of exchanges whereas motivation factors tap the relational/emotional side of exchanges.
Curvilinear Effects
Drawing on content theories of motivation the study postulates service quality perceptions as presenting decreasing incremental returns to scale on the trust outcome.
Service quality, is conceptualized as a lower-order/hygiene, trust-maintaining variable, mainly tapping the utilitarian/economic aspects of a relational exchange. We suggest that for a company to incrementally increase trust and loyalty levels, it should convince consumers about the ethics that it brings into the exchange (Gundlach and Murphy 1993) . Arguably, service quality perceptions mostly convey signals of competence and professionalism to consumers. Service quality does not provide guarantees to the consumers that the corporation will not act opportunistically when nobody looks or controls for such an unfavorable behavior.
On the other hand, and following the same line of reasoning we expect benevolence as well as values-driven CSR attributions to present incrementally increasing returns to scale on consumer trust and loyalty. Arguably, higher-levels of benevolence perceptions would substantively convince consumers for the ethicality of the corporation and would ultimately assure consumers that even when nobody controls for corporate opportunistic behavior, the corporation will not act in such a way. Benevolence is conceptualized as a motivator, higher-order monovalent need that mostly relates to the social and psychological aspects of a relational exchange (Gwinner, Gremler and Bitner 1995) . This is especially the case in consumer relational exchanges, namely exchanges that are not only economic and rational but social too (Agustin and Singh 2005) .
Likewise, values-driven attributions for CSR activities, signals assurance to consumers that the corporation will not cheat, even in circumstances of no institutional or consumer control. Arguably, both benevolence and values-driven attributions seem to be effective mechanisms that consumers have so as to deal with the problem of information asymmetry and adverse selection in exchanges (Singh and Sirdeshmukh 2000) , since they involve signals pertaining to the character of the provider. The reader should note that we develop curvilinear hypotheses only for values-driven CSR-induced attributions and not for the remaining three types of attributions. We do that since we believe it is theoretically inappropriate and managerially not appealing to investigate whether negative effects (i.e., the expected negative effects of egoistic-driven, stakeholder-driven and strategic-driven attributions on consumer outcomes) present concave upward or concave downward effects after a turning point. Possibly, it would be of interest to managerial practice and marketing theory a finding indicating that for example the negative effect of egoistic-driven attributions becomes positive after a turning point. However, we find no compelling theoretical argumentation in favor of such effects in our study.
Managerial practice is likely more interested to find what happens when too much of a good thing is provided rather than investigating what are the rates of return when too much of a negative thing is provided. After all, the return will continue to be negative.
Finally, we test for the positive curvilinear effect of trust on loyalty intentions as hypothesized and empirically evidenced by Agustin and Singh (2005) 
DESIGN

Context
The present study has selected the mobile services industry as the exchange context. This selection has a three-fold justification. First, consumers' use of mobile telecommunication services is now commonplace (Nysveen et al. 2005) . The mobile services industry is characterized by intensified competition and relatively low switching costs, making the attainment of consumer loyalty an imperative strategic goal. Second, the factor of trust is of topical importance to this industry. Presumably, it seems that consumers have many reasons to feel at the mercy of mobile operators' practices (e.g., suspiciousness generated by recent wiretapping scandals, the relationship between mobile-phone usage and health e.t.c.). These characteristics entail significant consequentiality for consumer and therefore relational rather than transactional characteristics are important (Sirdeshmukh, Singh and Sabol 2002) .
Sample
The sample consisted of 830 randomly selected respondents residing in major metropolitan areas in Greece. Data were collected using a proportionate stratifying sampling technique with the aid of a specialized marketing research call center. The response rate was 15%. Overall, 64% of the respondents were women and more than half (52%) were married. Overall, the sample is representative of the mobile-phone user population in Greece.
Measurement
Construct operationalizations, are rooted in the extant marketing literature.
Appendix A provides the scales used for this study. Loyalty intention measures were drawn from the work of Zeithaml, Berry, and Parasuraman (1996) . Trust and Benevolence measures were drawn from the writings of Singh, Sirdeshmukh, and Sabol (2002) . Measures of consumer attributions were drawn from the work of Ellen, Webb, and Mohr (2006) . Service quality measures were adapted from the work of Brady and Cronin (2001) as well as from the writings of Singh, Sirdeshmukh, and Sabol (2002) .
Scenario: The research hypotheses were tested using a scenario approach. The realism of the scenario was ascertained using two ten-point Likert scales (Dabholkar and Bagozzi 2002) : ("The situation described was realistic" and "I had no difficulty imagining myself in the situation"). The scenario was judged to be highly realistic 
Analytical Method
In estimating and testing the proposed research model we follow the two-step procedure suggested by Anderson and Gerbing (1988) . We use the bootstrap method to estimate the standard errors of the model parameter estimates (Nevitt and Hancock 1998) . To estimate the parameters for the hypothesized curvilinear effects, we use the two-step version of Ping's (1995) single-indicant estimation method (2SI) for latent continuous variables. Based on criteria such as model-to-data fit, convergence problems and ease of use, he suggests using this approach. incremental effects on consumer trust directly and to loyalty intentions indirectly through the trust mechanism. Moreover, increasing benevolence perceptions beyond some point has increasing incremental effects on consumer trust directly and on loyalty intentions indirectly through the trust mechanism. Finally we further test the significance and the directionality of the quadratic effect of consumer trust on loyalty. Agustin and Singh (2005) , hypothesize trust as a monovalent higher-order need and find empirical evidence for this effect. Our results are different. The quadratic effect of consumer trust is not significant rendering the construct of trust as having a monotonically increasing effect on loyalty intentions (b=-.001, p-value=.87).
RESULTS
Altogether
DISCUSSION& IMPLICATIONS
Aside from contributing to the extant trust literature, the present study On the other hand, we find a positive curvilinear mechanism linking benevolence perceptions directly to consumer trust and indirectly to loyalty intentions. Therefore, these results support the enhancing role of benevolence, indicating it as both a necessary and sufficient mechanism for building both consumer trust and loyalty. Managerially these results indicate that investing in moving benevolence scores from 6 to 7 on a seven-point evaluation scale may be a good idea, since in each additional unit of benevolence perceptions the returns on trust are disproportionately greater. Especially in parity markets managers are in need of strategies that will render positive results faster than competitors. It seems that increases in benevolence increase trust faster than proportionate increases in service quality and/or values-motivated corporate social responsibility.
Additionally contrary to the results of Agustin and Singh (2005) data do not support the motivator role of consumer trust on loyalty intentions. Rather the results support consumer trust as a bivalent mechanism, meaning that increases in consumer trust analogously increase loyalty intentions.
Finally, an important finding of the present study is the mediating role of consumer trust in building loyalty intentions. Consumer trust seems to be an important process mediating the curvilinear effects of multiple loyalty determinants.
So as to make the results practically meaningful we build on the writings of Agustin and Singh (2005) . Let's assume that a manager faces two consumer segments: one that is loyal to the service and one that occasionally uses the service brand. For the first segment, our results indicate that managers should invest in benevolence-building factors while holding their current investments in values-driven CSR-induced attributions and service quality. Building on benevolence will incrementally increase consumer trust and through consumer trust it will incrementally increase loyalty intentions. For the second segment, managers should get the basics right: they should invest resources in carefully building values-driven CSR-induced attributions and service quality perceptions without necessarily investing more resources in benevolence-building factors.
Moreover, if one accepts nowadays consumers as giving their loyalty to more than one service providers (i.e., their loyalty is divided (Brown 1952) , then our results indicate that managers may be able to get undivided loyalty through the benevolence mechanism. Arguably, since from a point on benevolence incrementally increases consumer trust and loyalty, it is a more efficient way for building loyalty. Smart managers able to act on this finding may be able to turn their customers from being divided loyal to undivided loyal.
LIMITATIONS
This study is not without limitations. However these limitations offer opportunities for further research. The study uses a cause-related marketing scenario, but corporate social responsibility can take many forms. Therefore we call for more research that will try to replicate the finding in other corporate social responsibility contexts as well (e.g., fair employment practices, environmental friendliness).
Moreover, the cross-sectional nature of our study precludes any conclusions about causality between the constructs utilized. Another limitation is that we cannot claim generalizibility of the results beyond the mobile services industry. This industry has its own idiosyncrasies limiting the generalizibility of the results produced by this study. However, the results of the study may be relevant to services that offer standardized service, moderate customer contact, and low customization (Bowen 1990 ). To avoid multicollinearity problems, a mean-centering procedure was employed. As reported by Ping (1998) , standardized coefficients for quadratics may be misleading to the process of meancentering the manifest variables. Statistical significance is evidenced by employing the 1000 bootstrap samples and the bias-corrected percentile method. 
